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ABSTRAK

Akademisi dan praktisi pemasaran telah mengakui bahwa perubahan nama,
perubahan logo, perubahan slogan perusahaan (rebranding) dapat membangun
citra positif perusahaan dan meningkatkan onalltas konsumennya. Penelitian ini
bertujuan untuk menguji-seberapg, L ebranding dengan perubahan
nama, logo danlslogan Bank Lr'"‘ erhad itfa* pefisahaan Bank Nagari dan

sejauh mana penhi ingkatkan loyalitas
nasabahnya. P angpendekatan kuantitatifi dengan metode
explanatory survey melalui g ) sioner. i ah nasabah Bank
Nagari Cabang' Utama P mlah"39 . Menggunakan
teori Hair dkk., (-1998); 1 teknik S jumlah sampel
penelitian yaituf5 kali ju iNg apat 150 sampel yang
mewakili populasi. Kuisi nelitian diuji validitas
dan reliabilitas flnya menggu al Least Square dengan
komponen peng S mant Validity dan Composite
Reliability. Berdasarkan peneli dilakukan, hasilnya menunjukkan

bahwa perubahan nama dan.p ahan i pengaruh positif

ignifik s i perubahan logo
berpengaruh pos Bank Nagari. Citra
positif yang dib erhadap loyalitas
nasabahnya. Secara 3 g Va aklikan Bank Nagari telah

slogan citra perusahaan onalltas nasabah.



INFLUENCE OF REBRANDING ON CUSTOMER LOYALTY WITH
CORPORATE IMAGE AS INTERVENING VARIABLES (STUDY ON
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ABSTRACT

Academics and marketing practitioners have recognized that changing names,
changing logos, changing company slogans (rebranding) can build a positive
image of the company and a positive |mage can increase consumer loyalty. This

study aims to examine how-n p anding provided by changes in
the name, logo and-s oa}sﬂéi Bank Nagari-on Orporate image of Bank Nagari
and see to what extent of Bank Nagari
increases customer onalty The approaeh . | Juantitative with
an explanatory fsurvey methe es. The population used is
Bank Nagari ,781 customers.
Using the theory of Hair g SEM PLS technique
the number of )nnaire items so
that it becomes 150 ¢ er yopulation. The
questionnaire which i ; tested for validity and

reliability using i 5 method with/the Convergent
Validity, Discr . site Reliability testing components.
Based on the res gen

and the slogan of e effect on Bank
Nagari ificant effect on
the image of Ba ebranding has a
positive effect o : 3 , ; nhNagarl has given
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